materials), and Psychological reactions (curiosity; surprise, confusion, excitement) to the AR application. The application required a learning curve for its controls, which were found to be tiring by some participants. Participants agreed that AR technology has a marketing advantage that can help consumers visualize garments on their bodies. For females, such applications would be useful when a consumer had an idea from past experiences about which silhouettes typically work for her body shape. Females paid more attention to garment details whereas males were focusing on the entertainment value as well as technical features of the application, and did not care about garment fit. Garment sizes on the application were not found to be accurate. Majority of the participants needed more written information in regards to sizing and fabric.
Conclusions and Implications. The purpose of this study was to understand the reactions of consumers to an online AR application that presented an opportunity to try-on virtual garments on users' bodies reflected on a computer screen. Participants' interactions with and expectations from the AR technology were analyzed through in-depth interviews. Overall, female participants had concerns in the presentation of the garments and the fitting issues. Our findings indicated that apparel AR technology providers should present female consumers an option to adjust garment sizes properly and include detailed written descriptions in their application. Male participants were attracted to the entertaining features of the application. The results of the study can assist technology developers in building better applications for apparel consumers.
